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Abstract

In payment, digital payment platforms (DPPs) are considered a technology-enabled payment model. Here, payment service
providers through DPPs can share information and service quality with users in the fastest and most accurate way. This process
creates a sustainable business ecosystem based on cooperation between payment service providers, platform providers and users.
With strong connectivity, digital platforms create efficiency to promote payment services as more and more parties cooperate. The
purpose of this study is to find out the impact of behavioral intention and behavior using of DPPs on the digital payment performance
of digital payment service providers in Vietnam through applying The Unified Theory of Acceptance and Use of Technology 2
(UTAUT2) integrated with the Technology — Organization — Environment model (TOE model). The research results identify the
factors Effort Expectancy, Price Value, Time and Cost Savings, positively impact Behavioral Intention; the factors Habits,
Behavioral Intention positively impact Use Behavior. At the same time, this finding shows that only Use Behavior positively impacts
Digital Payment Performance, while Behavioral Intention does not impact Digital Payment Performance. These research results
are consistent with the current status of digital payment service development in Vietnam. These findings have important implications
for the application of this research model as well as for practical applications to identify factors affecting behavioral intentions and
digital payment platform usage behavior to digital payment performance of digital payment service providers in Vietnam.
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Introduction

Digital payments refer to any payment made through digital platforms. These are transactions
that take place through digital payment platforms, instead of using cash transfers. This makes it
casier for both the payer and the payee to connect when using digital means to exchange money,
the transaction takes place in real time, saving time, reducing costs and high security. In
particular, digital payments contribute to promoting cashless payments, developing financial
technology, creating seamless and secure payments, bringing a lot of payment service
performance to digital payment service providers.

With the development of e-commerce, digital payments along with the seamless, seamless digital
payment experience across digital devices and platforms are indisputable, including easy
payment methods, real-time payments, digital wallets, open banking, mobile banking, etc.
Digital payments have created a wave of strong application of digital technology in the payment
sector, making payments one of the fastest growing industries, contributing significantly to
socio-economic development and promoting economic growth.
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Vietnam's digital payments record an impressive total transaction value, increasing from 126
billion USD in 2023 to 149 billion USD in 2024. Total transaction value is expected to show an
annual growth rate (Compound Annual Growth Rate 2025-2029) of 18.94%, resulting in a
projected total amount of US$203.10bn by 2029. Digital payments in Vietnam are developing.
However, there are still some challenges that need to be solved to move towards a cashless
society. The rate of non-cash payments is still lower than the set target, the number of payment
acceptance points is not large, it is necessary to build a reliable payment and acceptance
infrastructure, guide and strengthen user trust, the system needs to be secure, create added value
and have the support of many parties to build solutions. Hence, applying DPPs with a reliable
payment and acceptance infrastructure will help digital payments be seamless and secure,
ensuring the acceptance of digital payments for most transactions and digital payments are truly
an essential part of life. Therefore, studying the impact of behavioral intentions and digital
payment platform usage behavior on digital payment performance of digital payment service
providers in Vietnam will contribute to the development of non-cash payments, enhance the
application of financial technology in payment services, and increase the digital payment
performance of digital payment service providers in Vietnam.

Literature and Hypotheses
Behavioral intention and behavior of using DPPs in The UTAUT2 Model

Along with the remarkable development of science and technology and especially the Fourth
Industrial Revolution, countries around the world are entering the digital age. This is a huge
transformation in all aspects of modern social life, demonstrating the special role of digital
technology, giving rise to new business models, including digital banking, digital payments, etc.
Accordingly, digital payment is one of the important and mandatory business models in the
process of developing non-cash payment services, which is a requirement for a digital society, a
cashless society. Through the literature review, there are studies examining behavioral intention
and use behavior of DPPs impact on digital payment performance when applying the UTAUT2
model as follows:

The study of Patil et al. (2018) stated several theories and applied models including the UTAUT2
model. This study argues that in the early stages of digital payment adoption, the number of DPP
adopters is very small, so it is appropriate to focus on determining behavioral intentions rather
than actual usage behavior. However, now that DPPs penetration and adoption are increasing, it
is important to focus on behavioral intention and behavior using of DPPs to contribute to
increasing digital payment performance.

In many cases, although cashless habits have increased, the adoption of DPPs still faces many
challenges. Building a payment infrastructure and reliable acceptance, understanding the
behavioral intentions and usage behaviors of DPPs that affect digital payment performance,
strengthening trust in the provision of digital payment services, and continuous cooperation of
DPPs providers with stakeholders to bring benefits and performance of digital payments are
essential in the process of using DPPs (Ha and Nguyen, 2022a).

Digital payments are offered through digital channels such as the Internet, mobile phones,
automated teller machines, point-of-sale devices, and other digital devices. At the same time,
through new technology platforms such as DPPs, digital payment service providers have
contributed to improving the authenticity, performance and transparency of digital payment
service provision (Ha Van Duong, 2022a).
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The study by Ong et al. (2023) used the UTAUT-2 model to analyze the factors related to
behavioral intention to use digital payment systems. This study shows that the factors in the
UTAUT2 model and the extended constructs have a significant positive influence on behavioral
intention. Among them, social influence, effort expectancy, and perceived value are the top three
constructs influencing behavioral intention. The results will also be beneficial and effective for
stakeholders, including providers, in adopting digital payment systems.

Gupta et al. (2023) used the UTAUT2 model to examine the factors influencing behavioral
intentions related to digital payments. The results of the study showed that the model fully
satisfies all the parameters, reflecting the need for improved performance that can act as a
catalyst and establish new paths for the development of digital payments.

The study by Nguyen and Ha (2023) was conducted in Vietnam. This study related to the use of
DPPs also applied the UTAUT2 model and Structural Equation Modeling analysis method,
which determined that increasing behavioral intention and behavior of using DPPs will
contribute significantly to the development of non-cash payments, as well as improving the
performance of digital payments in Vietnam.

Rahardhan and Legowo (2024) study on digital banking adoption using the UTAUT2 model
extended with some additional factors. The results of this study show that digital banking
adoption is influenced by many factors and this result also motivates banks to focus on
improving digital banking performance and promoting digital banking adoption.

The study by Alfawareh et al. (2024) using econometric analysis from data on the use of DPPs
for providing digital payment services by commercial banks showed that digital payment is one
of the factors that has a significant positive association with digital payment performance. These
results help stakeholders, banks, and policymakers to determine the impact of digital payment
services on digital payment performance in developing economies.

Thus, there are many studies on behavioral intention and behavior of using DPPs when applying
the UTAUT2 model. Researchers have inherited the elements in the UTAUT2 model as well as
added new elements and determined the behavioral intention and use behavior of DPPs on digital
payment performance.

Behavioral Intention and Behavior of using DPPs in The TOE Model

Digital payment is the driving force behind the behavioral intentions and behavior of using
digital payment platforms of digital payment service providers, contributing to the overall and
comprehensive transformation of the development methods of business models operating on
digital platforms. Based on the literature review, there are studies examining behavioral intention
and behavior using of DPPs impact on digital payment performance when applying the TOE
model as follows:

The findings of Al-Fahim et al. (2021) show that the willingness to adopt online banking
platforms of the organization has a significant and positive impact on the intention to adopt
online banking as well as has an influence on the relationship between TOE factors and the
intention to adopt online banking platforms. Furthermore, the willingness to adopt online
banking platforms of the organization can be made more effective by implementing a wide range
of online banking products.

Mahakittikun et al. (2021) studied the impact of technological-organizational-environmental
factors on firm performance when applying DPPs based on the TOE model. The research results
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identified factors in the TOE model that can affect business performance and firms applying
DPPs can identify positive impacts on business performance.

Ekasari et al. (2021) used the TOE model to study cashless payments on DPPs for micro and
small enterprises. These researchers argued that one of the factors that helps businesses succeed
is the competitive strategy and the use of DPPs for both online and offline sales. The research
results show that technology, organization, environment are factors that affect the use of DPPs,
making business transactions easier for businesses and improving payment performance through
DPPs.

Pramudito et al. (2023) applied the TOE model to analyze the intention of using DPP in small
and medium enterprises. The research results reflect the organizational, technological and
environmental factors affecting the behavioral intention to use PPP. At the same time, the
intention to use DPP is influenced by technology.

Javani et al. (2023) also used the TOE model to study the factors that may influence the adoption
of digital finance in SMEs. The results of this study show that environmental factors and
organizational characteristics influence the adoption of digital finance, creating appropriate
financial models to promote the performance and benefits of digital finance adoption to enhance
competitiveness as well as support digital finance solution developers.

Therefore, there are many studies on behavioral intention and behavior of using DPPs when
applying the TOE model. Researchers have also inherited the elements in the TOE model as well
as added new elements and determined the behavioral intention and use behavior of DPPs on
digital payment performance.

Behavioral Intention, Behavior of Using Dpps in the UTAUT2 Model Integrated with the
TOE Model

Applying the UTAUT2 Model Integrated with the TOE Model

There are many studies on behavioral intention, behavior of using DPPs when applying the
UTAUT2 model as well as many studies on behavioral intention, behavior of using DPPs when
applying the TOE model. But up to now, there has been no study on the impact of behavioral
intention and use behavior of DPPs on digital payment performance of digital payment service
providers through applying the UTAUT2 model integrated with the TOE model. Therefore,
researching the impact of behavioral intention and behavior of using DPPs on digital payment
performance of digital payment service providers through applying the UTAUT2 model
integrated with the TOE model in Vietnam becomes more and more necessary.

The Hypotheses in the Research Model

The UTAUT?2 model, the TOE model and the integrated model of these two models are presented
as well as determining the hypotheses of this research model as follows:

Venkatesh et al. (2012), based on the UTAUT model, added three factors such as Hedonic
Motivation, Price Value, Habit and created the UTAUT2 model. The UTAUT2 model examines
the impact of the factors of the UTAUT model and the factors Hedonic Motivation, Price Value,
Habits on behavioral intention and finally, the impact of behavioral intention and use behavior
on technology platform. Through the UTAUT2 model, it shows that the Technology Acceptance
Model (TAM) of Davis (1989) and the Theory of Reasoned Action (TRA) of Fishbein and Ajzen
(1975) have overcome the imperfections when applied to new technology application models.
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The UTAUT2 model overcomes the shortcomings of the Davis (1989) Technology Acceptance
Model (TAM) and Fishbein and Ajzen (1975) Theory of Reasoned Action (TRA) theories and
applies them to new technology adoption models. Tornatzky and Fleischer (1990) studied the
processes of technological innovation and formulated the TOE model to examine the effects of
technological, organizational and environmental on the adoption decision of technology.

The integrated model of UTAUT2 model with the TOE model studies the impact of behavioral
intention and behavior of using DPPs on digital payment performance of digital payment service
providers in Vietnam, as can be seen in Figure 1.
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Figure 1. Research Model
Factors influencing behavioral intention and Behavior of using DPPs:

Performance expectancy (PE) represents a user's belief that there will be benefits and improved
work performance when using a technology system (Venkatesh et al., 2012). DPPs provide
convenience in payment and more performance in managing payment services. Therefore, the
performance and expected benefits of digital payment services are one of the important aspects
for the decision to adopt DPPs. Performance expectancy also reflects the performance and
convenience of using digital payment services, leading to the influence of Performance
Expectancy on behavioral intention to use DPP (Latifah et al., 2021). When examining digital
banking services, including digital payment services in the study of Mailoa and Tjhin (2023), it
was found that performance expectancy has a significant impact on behavioral intention to use
DPPs. Many studies on digital payment adoption have found performance expectancy to be one
of the most significant drivers of uers’ behavioral intention to adopt DPPs and performance
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expectancy positively affects the behavioral intention of using DPPs (Gastaldi, 2024). Therefore,
hypothesis 1 is proposed that:

Hypothesis 1 (H1): Performance expectancy positively affects behavioral intention to use DPPs
of digital payment service providers in Vietnam.

Effort expectancy (EE) refers to the level of convenience and ease that users experience with a
technology system (Venkatesh et al., 2012). When a technology system is easier to use, less
effort is required and users will have stronger behavioral intentions to use technology platforms.
Therefore, ease of use of digital payments will be more likely to adopt technology platforms that
meet digital payment needs (Santosa et al., 2021). Haroun et al., (2022) found that effort
expectancy has a strong impact on behavioral intention to use online banking services.
Therefore, digital payment services that are easy to understand and use will help effort
expectancy play a role in promoting behavioral intention to use DPPs. If the use of the
technology platform is easy, it will reduce the time and effort required. The research results
demonstrate that effort expectancy has a significant impact on behavioral intention to use DPPs
(Pangestu and Pasaribu, 2022). The use of technology systems that understand the complexity
and ease of making payment transactions is more likely to increase the behavioral intention and
interest in using DPPs (Pamungkas and Rahmayanti, 2024). Thus, hypothesis 2 suggests that:

Hypothesis 2 (H2): Effort expectancy positively affects behavioral intention to use DPPs of
digital payment service providers in Vietnam.

Social influence (SI) refers to the process by which users of technology platforms believe that
they should adopt new technology platforms due to the influence of important people such as
family, friends, etc. The more digital payment service providers use DPPs around them, the more
likely these providers are to decide to use DPPs, which makes them feel satisfied because of the
adoption of the social environment (Zhou, 2011). Widyanto et al. (2020) presented the results of
a study related to the adoption of payment via digital platforms and demonstrated that behavioral
intention to use this payment platform was significantly influenced by social influence. Studies
on the strong relationship between social influences and behavioral intentions to adopt DPPs
have also been demonstrated in practice. The interaction between behavioral intentions and
social influence is a notable driver of current adoption (Najib and Fahma, 2020). Gupta et al.
(2023) studied the transformation of behavioral intention into sustainable intention in the
application of DPPs and found that behavioral intention is positively influenced by social
influence. The research results show that social influence has a significant impact on behavioral
intention to use DPPs (Pangestu and Pasaribu, 2022). The analysis results of Rahayu et al. (2024)
demonstrate that social influence has a significant impact on behavioral intention to use DPPs.
Therefore, hypothesis H3 is proposed as follows:

Hypothesis 3 (H3): Social influence positively affects behavioral intention to use DPPs of digital
payment service providers in Vietnam.

Facilitating conditions (FC) refer to the level of resources, support, convenience, and
compatibility for the use of a technology platform (Venkatesh et al., 2012). Empirical evidence
by Chaveesuk et al. (2022) demonstrates that facilitating conditions play a pivotal role in shaping
behavioral intentions and significantly influence the adoption of DPPs when there is available
support, technological infrastructure, and facilitating conditions for their adoption. In digital
payments, payment service providers need to ensure the necessary resources, access, technical
support, secure and compatible infrastructure to develop digital payment services. The test
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results in the study demonstrate that facilitating conditions significantly influence behavioral
intention to use digital technology platforms for payments (Rahayu et al., 2024). Facilitating
Conditions captures the emotional and cognitive dimensions important to use behavior and
adoption decision-making in the context of digital banking through measuring and evaluating
structural relationships (Papathomas et al., 2025). Hence, hypothesis H4 are presented as
follows:

Hypothesis 4 (H4): Social influence positively affects behavioral intention to use DPPs of digital
payment service providers in Vietnam.

Hypothesis 4a (H4a): Facilitating conditions positively affect behavioral intention to use DPPs
of digital payment service providers in Vietnam.

Hypothesis 4b (H4b): Facilitating conditions positively affect the DPPs use behavior of digital
payment service providers in Vietnam.

Hedonic motivation (HM) plays a vital role in the acceptance and use of technology, which has
been shown to be the pleasure and enjoyment derived from using technology (Venkatesh et al.,
2012). Hedonic motivation and behavioral intention have a significant relationship and
behavioral intention is influenced by hedonic motivation in using digital banking platforms
(Suma vally and Shankar, 2020). Yuliani et al. (2024) also concluded in their study that hedonic
motivation contributes to increasing behavioral intention to use technology in various contexts,
as well as promoting the adoption of digital technology platforms, including DPPs, which are
constantly evolving. Hedonic motivation refers to pleasure from satisfaction in applying
technology platforms because this factor directly influences adoption as well as behavior of
using digital banking services (Bhatnagr and Rajesh, 2024). When using DPPs, the behavioral
intention to use the platform is shaped by the combination of hedonic motivation (Meiranto et
al., 2024). According to Papathomas et al. (2025) hedonic motivation is an important factor
influencing behavioral intention and decision-making to adopt digital banking platforms
including DPPs. Thus, hypothesis H5 suggests as follows:

Hypothesis 5 (H5): Hedonic motivation positively affects behavioral intention to use DPPs of
digital payment service providers in Vietnam.

Price value (PV) is essential in predicting behavioral intentions and users' perceptions of the
benefits of adopting technology and the monetary costs of using them, and technology adopters'
behavioral intentions are positively influenced by price value (Venkatesh et al., 2012). In the
context of DPPs, price value has a significant influence on the behavioral intentions of digital
payment service providers. Because DPPs can help reduce transaction fees compared to other
payment methods, especially in cross-border payments, payment service providers are often
associated with paying high fees (Ha Van Duong, 2022a). The behavioral intention of Fintech
service providers to use DPPs is significantly influenced by one of the important factors, which
is price value (Ha and Nguyen, 2022b). Compared to traditional banking services, Fintech
applications, including DPPs have some advantages, such as providing more innovative services
and cost savings for these service providers. Therefore, the behavioral intention and adoption of
DPPs by these service providers will be influenced by cost savings, price value and advantages
in providing more innovative services (Ha Van Duong, 2022b). The results of Linge et al. (2023)
reveal that the behavioral intentions of using digital payment systems such as DPPs are
positively influenced by price value. Because the Fintech ecosystem has connected digital
payment service providers, banks, businesses, startups are increasingly developing and
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participating in this industry. In the context of using DPPs, the behavioral intention to use the
platform is shaped by the combination of price value (Meiranto et al., 2024). Hence, hypothesis
HG6 is formed as follows:

Hypothesis 6 (H6): Price value positively affects behavioral intention to use DPPs of digital
payment service providers in Vietnam.

Habits (HA) are the level of performing an individual's behavior automatically due to past
learning to adopt technology. Additionally, empirical research has also demonstrated that habits
influence how users adopt technology (Venkatesh and Xu, 2012). In the context of DPPs, habits
refer to the degree to develop routine and automatic behavior of using DPPs (Susilowati et al.,
2021). Fintech platforms including DPPs are used to provide digital financial services based on
different transactions and habits that have impacted the behavioral intention to choose these
platforms for payment and money transfer from one person to another (Ha Van Duong, 2022c).
The study of Nepal and Nepal (2023) demonstrates that habits have a significant positive impact
on DPPs adoption. It is the strongest predictor of DPPs adoption and habits or continuous,
repeated adoption of DPPs has a significant positive relationship with DPPs adoption by digital
payment service providers such as commercial banks. In the context of using DPPs, the
behavioral intention to use the platform is shaped by the combination of habits (Meiranto et al.,
2024). Two hypotheses are presented as follows:

Hypothesis 7a (H7a): Habits positively affects behavioral intention to use DPPs of digital
payment service providers in Vietnam.

Hypothesis 7b (H7b): Habits positively affect the DPPs use behavior of digital payment service
providers in Vietnam

Technologiy (TH) is a component in the TOE model that deals with the combination of
technologies used or accessible and represents the characteristics of the technology available to
serve the organization’s operations (Baker, 2012). By using the TOE model, Tajudeen et al.
(2020) found that technology significantly impacts business platform usage and Putra et al.
(2020) describe that technology strongly promotes the adoption behavior of business platforms,
including DPPs in businesses. El-Haddadeh et al. (2021) also used a TOE-based model, and they
demonstrated that technology significantly promotes the adoption behavior of technology
platforms to create value. The research results of Gupta et al. (2023) show that digital payment
technology and drivers are increasingly impacting, so the usage behavior of retailers is motivated
to be able to exploit these tools in the digital era. The study by Aprissa and Aligarh (2024)
identified the results of a positive relationship between use behavior of technology platforms in
payments and firm performance. Hypothesis H8 is formed as follows:

Hypothesis 8 (H8): Technology positively affects the providers’ Behavior of using DPPs in
Vietnam.

Organization (OZ) refers to the internal factors and available resources along with management
support in allocating sufficient resources to facilitate the adoption of new technologies (Al
Hadwer et al., 2021). Tajudeen et al. (2020) describe that the environment significantly
influences business platform usage and Putra et al. (2020) found that organizations significantly
impact the adoption behavior of business platforms, including DPPs in businesses via applying
the TOE model. The TOE model has been used by El-Haddadeh et al. (2021) and they found that
the organization is a factor that significantly affects the use behavior of technology platforms to
create value for businesses. In the study of Shaw et al. (2022), organizational-related aspects
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mentioned the impact on the intention to adopt technologies in the banking sector. The research
results of Abdurrahman (2024) show that factors such as awareness in the technology field,
innovation and organizational factors have a positive and significant impact on digital business
platforms. Therefore, hypothesis H9 suggests as follows:

Hypothesis 9 (H9): Organization positively affects the providers’ Behavior of using DPPS in
Vietnam.

Environment (EV) is a manifestation of the space or area in which an organization operates and
is also an important factor influencing technology adoption (Baker, 2012). By adopting the TOE
model, Tajudeen et al. (2020) argue that organizations significantly impact business platform
usage and Putra et al. (2020) show that the environment significantly influences the adoption
behavior of business platforms, including DPPs in businesses. The research results of Al-Fahim
et al. (2021) found that the operating environment of merchants or suppliers has an impact on
use behavior and the decision to deploy online payment platforms, including DPPs. According
to El-Haddadeh et al. (2021), the environment significantly affects the use behavior of
technology platforms to create value for businesses when they apply the TOE model. Hypothesis
lo is proposed that:

Hypothesis 10 (H10): Environment positively affects the providers’ Behavior of using DPPs in
Vietnam.

Factors Influencing Digital Payment Performance:

Digital payment performance is related to cost reduction, transaction time reduction, security
enhancement, sales growth, and attracting more and more digital payment service users. Because
business performance is also described in terms of cost reduction, operational growth, sales
growth, and customer relationship enhancement (Mahakittikun et al., 2021). In this research
model, the behavioral intention and behavior of using DPPs positively affect digital payment
performance as follows.

Behavioral intention (BI) refers to the level of users' technology adoption. Behavioral intention
is also a predictor of users' willingness and continued use of technology (Venkatesh et al., 2012).
Sivathanu (2017) found that the frequency and intention of using digital payment systems are
influenced by the behavioral intention of using these payment platforms. Because behavioral
intention is closely related to the use of DPPs and digital payment systems, as well as these
payment platforms are regulated by the development of cashless payment. The research by
Chaveesuk et al. (2022) also revealed that behavioral intention influences the intention to adopt
digital payment systems. This finding has implications for banks and digital payment service
providers regarding the impact on the adoption of DPPs. Rahmiati et al. (2022) conducted a
study on banking technology platforms, showing that behavioral intention to use these platforms
affects behavior in using them. For digital financial service providers, the behavioral intention
to apply DPPs in their service provision is positively correlated with long-term DPPs usage
behavior (Ha Van Duong, 2022a). The Khan and Abideen (2023) study shows that behavioral
intention positively impacts behavior of using DPPs through the provision of digital wallet
services. Using DPPs can be considered relatively new and providers’ DPPs understand the
behavior intention to use them (Rahayu, et al., 2024). Ha Van Duong (2022a) found that DPPs
provide insights into digital features and interactions that will allow providers of these platforms
to evaluate digital payment performance and better tailor products. The behavioral intentions of
DPPs providers via payment services contribute to the benefits, reduce operational costs and

posthumanism.co.uk



796 The Impact of Behavioral Intention and Behavior

enhance the performance of providing digital payment services. In addition, digital payment
performance (DP) is an important aspect of business growth as well as behavioral intention of
using DPPs has a positive impact on digital payment performance (Bhattarai et al., 2023).
Therefore, two hypotheses are indicated as follows:

Hypothesis 11a (H11a): Behavioral intention positively affects DPPs use behavior of digital
payment service providers in Vietnam.

Hypothesis 11b (H11b): The providers’ behavioral intention (Behavioral intention of using
DPPs) positively affects the digital payment performance in Vietnam.

The behavior of using DPPs (UB) represents DPPs usage behavior, which shows the user's
actions when using DPPs through actual usage frequency to achieve certain goals. Because, use
behavior shows the user’s actions when using technology platform through actual usage
frequency to achieve certain goals (Venkatesh et al., 2012). Examining the impact of DPPs
adoption on the performance of digital payment services providers such as retailers, Adhikary et
al. (2021) found that the adoption of DPPs increases the performance of digital payment services
and recommends that DPPs be adopted appropriately for business operations. Behavioral
intention to use DPPs impacts digital payment service performance (Latifah et al., 2021). The
study by Chaveesuk et al. (2022) also analyzed the results of the influence of behavioral intention
on the adoption of DPPs and digital payment performance. Bhattarai, et al. (2023) revealed that
digital payment performance is an important aspect of business growth as well as behavior of
using DPPs has a positive impact on digital payment performance. Research could explore the
impacts of adopting DPPs across sectors, motivating adoption behavior to achieve economic
outcomes, and yielding DPPs adoption performance (Birigozzi et al., 2025). Therefore,
hypothesis H12 is proposed as follows:

Hypothesis 12 (H12): The providers’ use behavioral (Behavior of using DPPS) positively affects
the digital payment performance in Vietnam.

Research Methodology
Research Design

This study uses different research designs and methods. In which, descriptive research design,
exploratory design, correlational design and cross-sectional design are applied to collect
statistical and comparative data, to clarify concepts and develop hypotheses, as well as to
investigate the impact of DPPs adoption on digital payment performance. Positivistic
approaches, qualitative approaches and quantitative approaches are used to understand the
adoption of DPPs by digital payment service providers in Vietnam. Purposive sampling methods
are used to ensure that digital payment service providers adopting DPPs are included in the study
population. This study uses the Structural Equation Modeling (SEM) technique to analyze its
data. This is a powerful statistical method that allows us to explore the relationships and
interactions between variables in the research model.

Sample and Data

This study used a survey questionnaire to collect data. Out of 650 questionnaires distributed,
only 619 questionnaires were collected and used for analysis. A Likert scale of 1 to 5 was used
in this study with 5 (strongly agree) to 1 (strongly disagree) to represent the responses of the
surveyed digital payment service providers adopting DPPs. With the “10-fold rule” method used
in PLS-SEM to estimate the minimum sample size (Hair et al., 2011), the sample size in this
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study according to the “10-fold rule” was 530 (10x53 = 530). Therefore, the number of samples
collected from 619 representatives of digital payment service providers adopting DPPs is
considered to ensure a sufficient sample size for this study.

Research Results

Cronbach's Alpha Reliability Analysis

Cronbach's alpha value must ensure that the general rule is greater than 0.60 and variables with
a total correlation coefficient of greater than 0.3 are accepted (Hulin et al., 2001). The results of
the reliability analysis determined that all scales were eligible to proceed to the next steps of the
model because of the variables with an alpha coefficient of greater than 0.6 and a total correlation
coefficient of greater than 0.3, as shown in Table 1.

Corrected Item-
No. | Code | Observed variables Total
Correlation
PE Cronbach's alpha = 0.834
Digital payment service providers are adopting DPPs | 0.661
1 PE1 .
everywhere to transact online.
9 PE2 Digital payment service providers understand and | 0.606
easily use DPPs to transact online.
Digital payment service providers who adopt DPPs | 0.613
3 PE3 have high expectations for online transaction
performance.
4 PE4 Digital payment service providers adopt DPPs to offer | 0.563
more products and services online.
Digital payment service providers adopt DPPs to better | 0.566
5 PE5 . ;
align with market trends.
6 PEG Digital payment service providers adopt DPPs to make | 0.651
online transactions more convenient.
EE Cronbach's alpha = 0.818
7 EE1 Digital payment service providers adopt DPPs to help | 0.546
increase online transaction sales.
Digital payment service providers adopt DPPs to | 0.526
8 EE2 . . :
provide more online products and services.
Digital payment service providers adopt DPPs to | 0.663
9 EE3 . : .
provide more secure online products and services.
Digital payment service providers adopt DPPs and | 0.593
10 EE4 . S :
understand online transaction information.
Digital payment service providers adopt DPPs to have | 0.729
11 EE5 enough information to provide online products and
services.
Sl Cronbach's alpha = 0.824
Digital payment service providers adopting DPPs for | 0.674
12 Si1 4 . . :
online transactions are influenced by many influencers.
13 SI2 Digital payment service providers adopting DPPs | 0.557
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recommend other providers to use DPPs for online
transactions.

Digital payment service providers are advised by other | 0.617

14 SIs providers to use DPPs for online transactions.
Digital payment service providers are advised by | 0.556
15 Sl4 professional associations to use DPPs for online
transactions.
Digital payment service providers adopting DPPs for | 0.594
16 SI5 . . . -
online transactions are influenced by strategic partners.
17 SI6 Familiar providers support digital payment service | 0.553

providers to use DPPs for online transactions.

FC Cronbach's alpha = 0.857

Digital payment service providers have the expertise to | 0.728
18 FC1 . .
apply DPPs to online transactions.

Digital payment service providers have the financial | 0.679
19 FC2 . . .
capacity to apply DPPs to online transactions.

Digital payment service providers ensure the | 0.600

20 FC3 conditions for applying DPPs to online transactions.

Digital payment service providers ensure the necessary | 0.552
21 FC4 ) :

resources to apply DPPs to online transactions.
29 EC5 Digital payment service providers ensure the security | 0.609

of applying DPPs to online transactions.

Digital payment service providers are supported by | 0.743
23 FC6 | platform providers in applying DPPs to online
transactions.

HM Cronbach's alpha = 0.775

Digital payment service providers feel more | 0.560
24 HM1 | comfortable with adopting DPPs for online
transactions.

Digital payment service providers feel fortunate with | 0.635

25 HM2 adopting DPPs for online transactions.

2% HM3 Digital payment service providers feel satisfied with | 0.669
adopting DPPs for online transactions.

27 HM4 Digital payment service providers feel happy with | 0.598
adopting DPPs for online transactions.

28 HMS5 Digital payment service providers are very interested | 0.502

in adopting DPPs for online transactions.

PV Cronbach's alpha = 0.675

Digital payment service providers adopt DPPs to save | 0.567

29 PV1 ; . X

time for online transactions

Digital payment service providers adopt DPPs to save | 0.579
30 PV2 . )

cost for online transactions

Digital payment service providers adopt DPPs to pay | 0.500
31 PV3 . :

reasonable costs for online transactions
32 P\/4 Digital payment service providers adopt DPPs to pay | 0.499

no checking costs for online transactions
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Digital payment service providers adopt DPPs to pay

0.522

33 PV5 no additional costs for online transactions
HA Cronbach's alpha = 0.806
34 HA1 Digital payment service providers have staff who are | 0.662
familiar with DPPs for online transactions.
Digital payment service providers have sufficient staff | 0.494
35 HA2 . .
to apply DPPs for online transactions.
36 HA3 Digital payment service providers receive support and | 0.643
guidance from DPPs providers for online transactions.
Digital payment service providers' staff can use DPPs | 0.551
37 HA4 . )
for online transactions.
38 HA5 Digital payment service providers have staff who are | 0.610
familiar with DPPs for online transactions.
BI Cronbach's alpha = 0.752
Digital payment service providers continue to adopt | 0.578
39 BI1 . .
DPPs for online transactions.
Digital payment service providers will adopt DPPs for | 0.571
40 BI2 4 .
online transactions.
a1 BI3 Digital payment service providers recommend other | 0.594
providers to adopt DPPs for online transactions.
UB Cronbach's alpha = 0.708
Digital payment service providers have difficulty in | 0.495
42 UB1 | applying DPPs, DPPs providers will support in
applying DPPs for online transactions.
Digital payment service providers may not need the | 0.540
43 UB2 | support of DPPs providers in applying DPPs for online
transactions.
Digital payment service providers may apply DPPs for | 0.542
44 UB3 | online transactions even if they may not have used
DPPs before.
TH Cronbach's alpha = 0.636
45 THI The application of DPPs is excellent in digital payment | 0.446
services.
The compatibility of DPPs according to the payment | 0.402
46 TH2 .
transaction needs.
The application of DPPs does not encounter any | 0.490
47 TH3 . :
difficulties.
0oz Cronbach's alpha = 0.643
48 071 Organizational capacity to adapt to the application of | 0.455
DPPs for digital payments.
49 072 Implement good business management in the | 0.428
application of DPPs for digital payments.
50 073 Organize training and learning activities for employees | 0.478
on the application of DPPs for digital payments.
EV Cronbach's alpha = 0.763
51 EV1 Enhance competitiveness when applying DPPs for | 0.595
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digital payments.

Create more advantages and attract more customers | 0.576

52 EV2 when applying DPPs for digital payments.

Ensure security when applying DPPs for digital | 0.619
53 EV3
payments.

EP Cronbach's alpha = 0.688

Applying DPPs to digital payments helps digital | 0.483

54 EP1 payment service providers reduce transaction costs and

time.

Applying DPPs to digital payments helps digital | 0.500
55 EP2 payment service providers increase sales and enhance

customer relationships.

Applying DPPs to digital payments contributes to | 0.526
56 EP3 promoting marketing activities, promoting brands and
improving the efficiency of digital payment services.

Table 1. Independent, moderating and dependent variables in the research

Source: Inherited from previous studies and additions by the authors
Exploratory Factor Analysis

Exploratory factor analysis (EFA) is used to reduce a set of observed variables into a more
meaningful set of factors. The results showed a Kaiser-Meyer-Olkin (KMO) of 0.772 (greater
than 0.5 and less than 1) and .Sig coefficient. = 0.000 in the Bartlett test (less than 0.05). These
results indicate that the observed variables are correlated with each other and are suitable for use
in the model analysis, as can be shown in Table 2.

Componen | Initial Eigenvalues Extraction Sums of Squared | Rotation Sums of

t Loadings Squared Loadings
Tota |%  of [Cumulativ |Tota |%  of | Cumulativ | Tota | Cumulativ
| Varianc |e % I Varianc |e % I e %

e e

1 4.984 9.403 9.403 4.984 9.403 9.403 3.555 [6.708

2 3.635 16.859 16.262 3.635 |6.859 16.262 3.386 [13.096

3 3.399 6.414 22.676 3.399 6.414 22.676 3.259 |19.245

4 2.836 |5.351 28.027 2.836 |5.351 28.027 2.994 24.894

5 2.756 5.199 33.226 2.756 5.199 33.226 2.884 (30.335

6 2.526 14.766 37.993 2.526 4.766 37.993 2.698 [35.425

7 2.203 14.156 42.148 2.203 4.156 42.148 2.162 |39.505

] 2.088 [3.939 46.087 2.088 [3.939 46.087 2.106 43.479

9 1.883 [3.554 49.641 1.883 [3.554 49.641 2.084 47.410

10 1.715 [3.236 52.877 1.715 [3.236 52.877 1.954 51.098

11 1.584 [2.988 55.865 1.584 [2.988 55.865 1.817 [54.525

12 1.388 [2.619 58.484 1.388 2.619 58.484 1.789 57.901

13 1.197 [2.259 60.744 1.197 [2.259 60.744 1.507 60.744

14 905 |1.707 62.451

Extraction Method: Principal Component Analysis.

Journal of Posthumanism



Table 2. Exploratory factor analysis for independent variables
Source: Calculated from SPSS 25.0
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The rotation matrix results show that 53 observed variables are divided into 13 factors. All
observed variables have a factor loading coefficient of greater than 0.5 and new factors arise
(with pairs of observed variables PVV1 and PV2), as can be seen in Table3. The observed variable
pairs PV1 and PV2 are related to time and cost savings in adopting DPPs. Therefore, this new
factor is named Time and Cost savings (TC). The hypothesis of the TC factor has a positive
impact on the digital payment service providers’ behavioral intention of adopting DPPs in

Vietnam, as can be shown in Table 3.

Component
1 2 3 10 |11 12 |13
FC6 | .82
3
FC1 | .81
3
FC3 | .74
6
FC2 | .74
0
FC5 | .72
7
FC4 | .63
4
PE6 e
9
PE1 a7
5
PE3 12
6
PE2 12
3
PE4 .66
7
PE5 .66
5
Si1 .80
7
SI3 .76
1
SI5 72
2
SI2 .69
0
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SI6

.68
6

Sl4

.68
4

EE5

.84

EE3

.80

EE4

75

EE1l

.69

EE2

.67

HA
1

81

HA
3

.80

HA
5

.75

HA
4

71

HA
2

.64

HM
3

81

HM
2

.79

HM
1

12

HM
5

.67

HM
4

.58

PV5

87

PV4

.79

PV3

A7

EV

.83

EV

.80

EV

.79
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BI3 .79

Bl1 .79

BI2 .76

uB .79
3 8

uB .78
2 2

uB 73
1 4

0z .76
3 4

0z .76
1 0

0z 73
2 0

TH
3

79

TH
1

74

TH
2

72

PV1

.86

PV2

.79

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.

Table 3. Rotated component matrix for independent variables
Source: Calculated from SPSS 25.0

The rotation matrix results for the dependent variables, one factor was found and the factor
loadings are all greater than 0.5 and the KMO is 0.667. This result is suitable for use in model

analysis, as shown in Table 4.

Initial Eigenvalues Extraction Sums of Squared Loadings
Factor [Total % of Variance [Cumulative % [Total % of Variance [Cumulative %
1 1.849 61.627 61.627 1.849 61.627 61.627
2 .608 20.258 81.885
3 .543 18.115 100.000

Extraction Method: Principal Axis Factoring.
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Table 4. Exploratory factor analysis for dependent variables

Source: Calculated from SPSS 25.0
Confirmatory Factor Analysis

Confirmatory factor analysis (CFA) focused on measurement models with results consistent
with actual data and the KMO coefficient was 0.768 (greater than 0.5), Sig was 0.000 < 0.05.
Creating links e3 and e4, e4 and e5, e3 and e6, €9 and €10, €10 and e12, e13 and e14, el5 and
el6, el14 and e16, e19 and e23, e20 and e21, e21 and e23, e26 and e27, €26 and €28, €32 and
e33 to adjust the covariance showed that this model has Chi-square/df = 1.287 < 3 with p value
=0.000 and CMIN/df value equal to or less than 5 is acceptable (Hair et al., 2010). Kline (2011)
stated that the fit indices used (GFI, AGFI, NFI, NNFI, CFI and IFI) should be > 0.85. The
AGFI, GFI and CFI values should be > 0.80 (Byrne and Campbell, 1999). TLI > 0.85 is a good
fit and > 0.8 is a moderate fit (Shadfar & Malekmohammadi, 2013). The analysis results showed
that the TLI value was 0.957; the CFI value was 0.961; the GFI value was 0.909, so this result
is very suitable for the model. The RMSEA value should be 0.06 or less to be accepted, so an
RMSEA of 0.022 is good; a PCLOSE value of 0.01 or greater is acceptable, so a PCLOSE of
1,000 is excellent (Hu and Bentler, 1999). The standardized and unstandardized coefficient
results greater than 0.5 and the total variance value greater than 0.5 indicate that the model fits
the market data well, as can be seen in Figure 2.
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Figure 2. Confirmatory Factor Analysis

Source: Calculated From SPSS 25.0
Structural Equation Modeling

29

29

Nguyen et al. 805

Chi-square=1775,386

df=1380

P=,000
Chi-square/df=1,287
GFI=,909

CFl=,961

TLI=,957
RMSEA=,022

PCLOSE=1,000

Structural equation modeling (SEM) is a statistical analysis technique developed to analyze
multivariate relationships among multiple variables in a model. The results of the SEM analysis
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show that it achieves a good fit with market data as p = 0.000; Chi-square/df = 1.345; TLI =
0.948; CFI = 0.952; GFI = 0.905; RMSEA = 0.024; PCLOSE = 1.000 as can be seen in Figure
3.

Chi-square=1883,413

20N df=1400
000 P=,000
Chi-square/df=1,345
k\ SLL GFI=,905
“ CFI=952
N T TLI=,948
‘ | " RMSEA=,024
| \\\\ Mg ~ PCLOSE=1,000
S- el — \\.';"‘:-.‘h‘\\
s NN
§%§: ) 4%?5%‘@% % BN
ges w  JNEN
e )‘»’c,-v'l;b"«i"c'»’
-5 mgr———"' )\.‘,","5’%’:;!"‘ D
e e

L00 )
s"‘m’———_

Figure 3. Structural Equation Modeling
Source: Calculated from SPSS 25.0

The analysis results of regression weight and standardized regression weight showed that EE,
PV and TC had positive effects on BI, with P values of 0.011; 0.017 and 0.000, respectively. In
addition, HA and BI had positive effects on UB with P values of 0.001 and 0.000, respectively.
At the same time, UB had positive effects on DP with P values of 0.010 respectively, as can be
seen in Table 5.

Unstandardized Coefficients Standardized Coefficients
Estimate | S.E. C.R. P Estimate

Bl |<--- FC ,037 ,033 1,109 ,267 ,060

Bl |<--- HA | -,022 ,032 -,688 ,491 -,034

Bl |<--- PE ,013 ,033 ,405 ,686 ,022
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Unstandardized Coefficients

Standardized Coefficients

Bl |<—- |EE | 114 045 [ 2,544 011 124
Bl |<— |SI |02 045 | 574 566 |,029
Bl |<— | HM | -083 058 | -1425 | 154 |-073
BI |<— |PV | 125 052 | 2,393 017 130
BI |<— |TC | 357 067 | 5345 =% |33)
UB |<— | FC | -022 028 | -787 431 |,039
UB |<— | HA | 098 030 | 3212 001 | 168
UB |<— | TH | 043 065 | ,662 508 038
UB |<— | OZ | 008 071 | 112 911 |006
UB |<— | EV | -049 046 | -1,080 |,280 |-057
UB |<— | BI | 326 053 | 6,115 **x 1359
DP |<— | BI | 005 055 | ,089 929 005
DP |<— | UB | 163 063 | 2,570 010 | 164

Source: Calculated from SPSS 25.0

Table 5. Regression Weights and Standardized Regression Weights

Bootstrap is a repeated sampling method with replacement which was performed with a replicate
sample of N = 1200. The estimated results of summary statistics showed that the results are
reliable, with C.R < 1.96 implying a p-value of > 5%, as can be seen in Table 6.

Parameter SE gE Mean | Bias ;Iiza_s (B:iss = Bias / SE-
Bl <--- | FC ,052 ,001 ,060 ,000 ,002 0
BI |<- |HA |05 |,001 |-031 |,003 |,002 |15
BI |<- |PE |,057 |,001 |09 |-002 |,002 |-10
BI |<- |EE |,048 |00 |,25 |00l |00 |10
BI |<- |SI |,080 |,001 |,027 |-002 |,002 |-10
BI |<- |HM | 054 |00l |-074 |-00L |,002 |-05
BI |<- |PV |05 |,001 |,128 |-008 |,002 |-15
Bl <--- | TC ,068 ,001 ,336 ,002 ,002 1,0
UB | <-- | FC ,050 ,001 -,040 -,001 ,001 -1,0
uB | <--- | HA |,050 ,001 ,166 -,003 ,002 -15
UB |<-- |TH ,062 ,001 ,036 -,002 ,002 -1,0
UB |<-- |0OZ ,059 ,001 ,004 -,002 ,002 -1,0
UB |<—-- |EV ,056 ,001 -,059 -,002 ,002 -1,0
uB |<-- | BI ,057 ,001 ,360 ,001 ,002 0,5
DP |<--- | BI ,069 ,001 ,008 ,002 ,002 1,0
DP |<-—- |UB |,072 |00l |,60 |-003 |,002 |-15
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Table 5. Bootstrap method on SEM

Source: Calculated from SPSS 25.0
Discussions Results
Factors affecting Behavioral intention and Behavior of using DPPs

Effort expectancy positively influences the behavioral intention to use DPPs of digital payment
service providers in Vietnam. This result is consistent and similar to the research results of
Venkatesh et al. (2012), Santosa et al. (2021). Haroun et al. (2022), Pangestu and Pasaribu
(2022), Pamungkas and Rahmayanti (2024). The results clearly show that the application of
DPPs in digital payments is easy to understand and use, reduces the time and effort required,
and plays a role in promoting behavioral intention to use DPPs. Therefore, the ease of use of
DPPs will be more likely to adopt DPPs to meet the needs of digital payments. Digital payment
systems include online payment systems of banks and services provided by digital financial
companies that have been deployed in Vietnam. In addition to creating easy-to-understand and
easy-to-use digital payment application and service platforms that meet diverse payment needs,
in Vietnam, it is necessary to quickly grasp new technology trends for synchronous
implementation, invest in building payment technical infrastructure, create many easy-to-apply
digital payment application platforms, as well as have mechanisms to promote digital payments,
which are requirements set forth in the coming time.

Price value positively affects behavioral intention to use DPPs of digital payment service
providers in Vietnam. This result supports the empirical evidence of the studies by Venkatesh et
al. (2012), Ha Van Duong (2022a), Ha and Nguyen (2022b), Ha Van Duong (2022b), Linge et
al. (2023), Meiranto et al. (2024). This result reflects the fact that the application of DPPs in
Vietnam is a popular trend in the current 4.0 technology era. With its fast, convenient and secure
features, e-payment helps save time, minimize operating costs, create competitive advantages
for digital payment service providers, optimize business processes, promote the development of
the digital ecosystem, expand cooperation with technology partners and enhance the experience
through this application. This result illustrates that the intention to adopt DPPs of digital payment
service providers will be more positive when their perception of the benefits of applying
technology and monetary costs when using them is determined to have lower financial costs,
more benefits brought by technology and increasingly attract more adoption of DPPs. This result
illustrates that digital payment service providers' intention to adopt DPPs will be more positive
when they have higher levels of recognition from others, more adequate resources, higher
satisfaction with the technology, lower financial costs, easier-to-use operating procedures, more
benefits brought by the technology, and more attention from others.

Time and cost savings have a positive impact on the digital payment service providers’
behavioral intention of adopting DPPs in Vietnam. This result is consistent with the expected
hypothesis stated in this study, and once again affirms that the application of DPPs in Vietnam
has created conditions for digital payment service providers to develop modern products and
services, exploiting the advantages brought by DPPs through time and cost savings. From there,
digital payment service providers improve service quality, contributing to promoting cashless
payments in the community.

Habits positively affect the DPPs use behavior of digital payment service providers in Vietnam.
This has demonstrated that habits influence how digital payment service providers adopt
technology, according to the study of Venkatesh and Xu (2012), as well as supporting the
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research results of Susilowati et al. (2021), Nepal and Nepal (2023). In addition, the project to
develop non-cash payments in Vietnam in the period 2021-2025 and the incentive policies and
regulations on non-cash payments have contributed significantly to the new habits of using
digital payment applications and DPPs in the operations of digital payment service providers as
well as in the community.

Behavioral intention positively affects DPPs use behavior of digital payment service providers
in Vietnam. Compared with previous studies by Venkatesh et al. (2012), Sivathanu (2017),
Chaveesuk et al. (2022), Rahmiati et al. (2022), (Ha Van Duong, 2022a), Khan and Abideen
(2023), (Rahayu, et al., 2024), the results of this study always support the previous research
results, as well as are consistent with the proposed hypothesis. This result reflects that digital
payment transactions are increasingly growing along with payment transactions made through
e-commerce solutions, helping transactions to be smooth on digital devices and platforms, easy
and real-time payments have created a strong wave of DPPs applications in the payment sector
of digital payment service providers, making an important contribution to the development of
non-cash payments in Vietnam.

Factors affecting Digital Payment Performance

The digital payment providers’ behavior of using DPPs positively affects the digital payment
performance in Vietnam. This result is compatible and consistent with the hypothesis of previous
studies by Adhikary et al. (2021), Latifah et al. (2021), Chaveesuk et al. (2022), Bhattarai, et al.
(2023), Birigozzi et al. (2025). This result highlights the development of digital payments in
Vietnam. The digital payment ecosystem in Vietnam is changing strongly thanks to investment
in technology platforms, DPPs, promoting policies and government initiatives. This result also
shows that the investment and application of DPPs by digital payment service providers has a
positive impact on reducing costs, reducing transaction time, enhancing security, increasing
sales growth and strengthening customer relationships, thereby increasing digital payment
performance.

Conclusions and Recommendations

The purpose of this study is to find out the impact of behavioral intention and behavior using of
DPPs on the digital payment performance of digital payment service providers in Vietnam
through applying UTAUT2 integrated with TOE model. The research results identify the factors
Effort Expectancy, Price Value, Time and Cost Savings, positively impact Behavioral Intention;
the factors Habits, and Behavioral Intention positively impact Use Behavior. At the same time,
this finding shows that only Use Behavior positively impacts Digital Payment Performance,
while Behavioral Intention does not impact Digital Payment Performance. These research results
are consistent with the current status of digital payment service development, and are also
important for the practical application of this model to determine factors affecting the behavioral
intentions and behavior of using digital payment platforms to the digital payment performance
of digital payment service providers in Vietnam. From there, this study proposes some
recommendations as follows.

Firstly, in order to promote the effort expectancy positively influences the behavioral intention
to use DPPs, digital payment service providers in Vietnam need to continue to strengthen the
construction of digital payment infrastructure. Digital payment service providers need to
accelerate the use and expansion of 5G networks to improve network coverage, use high-speed,
seamless network services, and enhance the level of mobile internet application. At the same
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time, digital payment service providers need to adopt new, easy-to-understand and easy-to-use
digital payment application platforms, and better utilize the information collected by digital
payments from digital payment traces to meet diverse digital payment service needs.

Secondly, digital payment infrastructure is a tool to support transactions and promote revenue
for digital payment service providers. Therefore, digital payment service providers need to pay
regular attention to the application, maintenance, and development of technological solutions
and platforms supporting the implementation of digital payments that need to ensure fast and
convenient payments, through many methods or diverse forms of digital payments. In particular,
digital payment service providers need to pay attention to the structure of the digital payment
infrastructure, including components such as payment gateways, transaction processing systems,
security systems, systems connecting transaction participants and digital payment service
providers to combine these components together to create an efficient, fast and secure digital
payment system for users. Thereby, digital payment service providers can exploit the price value
factor that positively affects behavioral intention to use DPPs, maximize the fast, convenient and
safe features, save time, reduce operating costs, create competitive advantages for digital
payment service providers, optimize business processes, promote the development of digital
ecosystems, expand cooperation with technology partners and increase many more benefits
brought by DDPs.

Thirdly, time and cost savings have a positive impact on the digital payment service providers’
behavioral intention of adopting DPPs in Vietnam. This is a new factor arising in the model,
which further confirms the impact of the benefits of using DPPs on digital payment service
providers. Therefore, digital payment service providers need to optimize performance and
reduce operating costs, as well as improve operational efficiency and business management.
Accordingly, digital payment service providers are interested in fully investing in and
synchronizing digital payment infrastructure to help reduce time and costs for the payment
process. Digital payments are made quickly, automating financial tasks, from transaction
confirmation to report management, helping to optimize work performance, save operating costs
and shorten the transaction process.

Fourthly, the change in payment service provision habits of digital payment service providers
based on DPPs is clearly demonstrated when there is a shift from traditional payment methods
to providing digital wallets, contactless payments, etc. To create habits and promote the
application of DPPs in providing digital payment services, it is necessary to strongly develop a
widespread digital payment infrastructure. In addition to developing new and modern DPPs,
digital payment infrastructure and platform providers need to provide DPPs with many new and
suitable features, helping to provide digital payment services with many utilities, ease of use,
and reasonable costs, facilitating seamless connections with shopping malls, e-commerce
platforms, businesses and services in the digital payment network infrastructure system. At the
same time, policymakers need to perfect the legal framework, mechanisms and policies to
encourage the widespread application of DPPs for digital payments, especially the application
of DPPs to provide cross-border digital payment services and provide digital payment services
associated with the implementation of the National Strategy for Digital Economy and Digital
Society Development to 2025, with a vision to 2030 in Vietnam.

Fifthly, the behavioral intention factor that positively affects the behavior of using DPPs of
digital payment service providers in Vietnam needs to be of interest not only to digital payment
service providers but also to DPP providers and policymakers. There needs to be synchronous
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measures and mechanisms, policies, promotion, and facilitation for the coordination and
integration of omnichannel digital payment platforms and omnichannel e-commerce platforms.
This will facilitate DPPs providers to design suitable DPPs, as well as help digital payment
service providers meet the needs of increasingly growing digital payment transactions along
with payment transactions made through e-commerce solutions, helping transactions take place
smoothly on digital devices and platforms, easy and real-time payments, making an important
contribution to the development of non-cash payments in Vietnam.

Sixthly, to promote the use of DPPs by digital payment service providers to positively impact
digital payment performance in Vietnam, timely and synchronous solutions and policies are
needed in each development stage in line with the Financial Strategy to 2030 and the National
Strategy for Digital Economy and Digital Society Development to 2025, with a vision to 2030
in Vietnam. In particular, it is necessary to deploy solutions to ensure all necessary factors to
create a sustainable digital payment ecosystem in Vietnam. Deploy appropriate technological
and operational innovation solutions; develop a clearing and settlement system to meet the
increasing demand for transaction volume; promote and facilitate digital transformation in the
financial sector and develop digital finance; develop application platforms for digital services in
the financial sector. These solutions contribute to the development of digital payments in
Vietnam by increasing the number of transactions of digital payment service providers, which
has a positive impact on reducing costs, reducing transaction time, enhancing security,
increasing sales, creating more new relationships with customers and partners, thereby
increasing digital payment performance for digital payment service providers in Vietnam.

References

Abdurrahman, A. (2024). Investigating the impact of digital business ecosystem in enhancing Islamic
mobile banking adoption through the TOE framework. Digital Business, 4(2), 100096.

Adhikary, A., Diatha, K. S., Borah, S. B., & Sharma, A. (2021). How does the adoption of digital payment
technologies influence unorganized retailers’ performance? An investigation in an emerging market.
Journal of the Academy of Marketing Science, 49, 882-902.

Al-Fahim, N. H., Abdulghafor, R., & Turaev, S. (2021). Determination of the TOE Factors Influencing the
Adoption of Internet Banking Services on SMES in Yemen: A Moderated Mediation Approach. In
International Conference on Advances in Electrical and Computer Technologies, October 1-2, 2021
(pp. 371-388). Singapore: Springer Nature Singapore.

Alfawareh, F. S., Al-Kofahi, M., Erman Che Johari, E., & Chai-Aun, O. (2024). Digital payments,
ownership structure, and bank performance: insights from Jordan. International Journal of Bank
Marketing.

Al Hadwer, A., Tavana, M., Gillis, D., & Rezania, D. (2021). A systematic review of organizational factors
impacting cloud-based technology adoption using technology-organization-environment framework.
Internet of Things, 15, 100407.

Aprisca, D. P., & Aligarh, F. (2024). Revolutionizing MSMEs: The Impact of Mobile Payment Readiness
through TOE Framework. Innovation, Technology, and Entrepreneurship Journal, 1(1), 28-41.

Baker, J. (2011). The technology—organization—environment framework. Information Systems Theory:
Explaining and Predicting Our Digital Society, Vol. 1, 231-245.

Bhattarai, B., Shrestha, R., Maharjan, S., Malla, S., & Shakya, S. (2023). Effectiveness of digital payments
in the performance of Nepalese micro, small and medium enterprises (MSME). New Perspective:
Journal of Business and Economics, 6(1), 9-22.

Bhatnagr, P., & Rajesh, A. (2024). Neobanking adoption-An integrated UTAUT-3, perceived risk and
recommendation model. South Asian Journal of Marketing, 5(2), 93-112.

posthumanism.co.uk



812 The Impact of Behavioral Intention and Behavior

Birigozzi, A., De Silva, C., & Luitel, P. (2025). Digital payments and GDP growth: A behavioral
quantitative analysis. Research in International Business and Finance, 102768.

Chaveesuk, S., Khalid, B., & Chaiyasoonthorn, W. (2022). Continuance intention to use digital payments
in mitigating the spread of COVID-19 virus. International Journal of Data and Network Science, 6(2),
527-536.

Chaveesuk, S., Khalid, B., & Chaiyasoonthorn, W. (2021). Digital payment system innovations: A
marketing perspective on intention and actual use in the retail sector. Innovative Marketing, 17(3), 109.

Ha Vin Duong (2022a), Gido trinh Fintech va Dich vu Tai chinh s6. Nha xuat ban Kinh té Thanh phd Ho
Chi Minh, Thanh phd H Chi Minh, Viét Nam.

Ha Vin Duong (2022b). Gio trinh Fintech trong hoat dong ngan hang. Nha xuat ban Kinh té Thanh phd
HG Chi Minh, Viét Nam.

Ha Vin Duong (2022¢). Gido trinh Tién t¢ k¥ thuat so va cong nghé Blookchain. Nha xuat ban Kinh té
Thanh phé H6 Chi Minh, Viét Nam.

Ekasari, N., Rosmeli, R., & Syafri, R. A. (2021, August). Digital Cashless Payment Readiness Model on
MSMEs Using Technological-Organization-Environtment (TOE) Framework: Study on MSME Users
Gopay and Ovocash. In The 3rd Green Development International Conference (GDIC 2020) (pp. 238-
244). Atlantis Press.

El-Haddadeh, R., Osmani, M., Hindi, N., & Fadlalla, A. (2021). Value creation for realising the sustainable
development goals: Fostering organisational adoption of big data analytics. Journal of Business
Research, 131, 402-410.

Gastaldi, G. S. L. (2024). Acceptance and use of digital payments by consumers: an empirical analysis in
Italy. Sinergie Italian Journal of Management, 42(1), 217-240.

Gupta, S., Kiran, R., & Sharma, R. K. (2023). Embedding technology interface and digital payment drivers
in the unified theory of acceptance and use of technology 2 model: transforming behavioral intention
to sustained intention. Sustainability, 15(17), 13018.

Ha, V. D., & Nguyen, T. T. (2022a), A Study on The Behavioral Intention and Behavior of Using E-Money
in Vietnam, Central European Management Journal, 30(3), 174-198.

Ha, V. D., & Nguyen, T. T. (2022b). Behavioral Assessments of Using Fintech Services and E-Commerce.
Publisher : Eliva Press. Chisinau, Republic of Moldova, Europe.

Hair, J.F., Ringle, C.M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. The Journal of Marketing
Theory and Practice, 19(2), 139-152.

Haroun, A., Khater, O., Ahmed, F., Adam, A., & Mahmoud, M. H. (2022). The Effect of Performance
Expectancy, Effort Expectancy, Social influence and Ability on Customers’ Acceptance of Internet
banking in Sudan. International Journal of Scientific and Engineering Research 13(1), 116 - 122

Javani, K., Ng, S. I., Shakib Kotamjani, S., & Ab Aziz, Y. (2023, December). Predictive Factors Influencing
the Adoption of Digital Finance: A Unified Approach Drawing from TOE and NV Theories. In
Proceedings of the 7th International Conference on Future Networks and Distributed Systems (pp. 415-
424).

Khan, W.A., & Abideen, Z. (2023). Effects of behavioural intention on usage behaviour of digital wallet:
the mediating role of perceived risk and moderating role of perceived service quality and perceived
trust. Future Business Journal, 9(1), 1-15.

Linge, A. A., Chaudhari, T., Kakde, B. B., & Singh, M. (2023). Analysis of factors affecting use behavior
towards mobile payment apps: A SEM approach. Human Behavior and Emerging Technologies,
2023(1), 3327994.

Mahakittikun, T., Suntrayuth, S., & Bhatiasevi, V. (2021). The impact of technological-organizational-
environmental (TOE) factors on firm performance: merchant’s perspective of mobile payment from

Journal of Posthumanism



Nguyen et al. 813

Thailand’s retail and service firms. Journal of Asia Business Studies, 15(2), 359-383.

Mailoa, B. Z., & Tjhin, V. U. (2023). An Empirical Study on The Usage of Digital Bank In Indonesia. Jurnal
Cahaya Mandalika ISSN 2721-4796 (online), 4, 431-439.

Mayanti, R. (2020). Faktor-Faktor yang mempengaruhi penerimaan user terhadap penerapan Quick
Response Indonesia Standard sebagai teknologi pembayaran pada dompet digital. Jurnal ilmiah
ekonomi bisnis, 25(2), 123-135.

Meiranto, W., Faisal, F., & Yuyetta, E.N.A. (2024). The mediating role of effort expectation on digital
banking behavior intention in the Indonesian bank industry: An integration of UGT-UTAUT2.
International Journal of Data and Network Science, 8(4), 2547-2562. DOI: 10.5267/}.ijdns.2024.5.003

Najib, M., & Fahma, F. (2020). Investigating the adoption of digital payment system through an extended
technology acceptance model: An insight from the Indonesian small and medium enterprises.
International Journal on Advanced Science, Engineering and Information Technology, 10(4), 1702-
1708.

Nepal, S., & Nepal, B. (2023). Adoption of Digital Banking: Insights from a UTAUT Model. Journal of
Business and Social Sciences Research, 8(1), 17-34.

Nguyen, T.T., & Ha, V. D. (2023). Factors Affecting the Behavioral Intention and Behavior of Using Digital
Payment Services in Vietnam. Proceedings ICYREB 2023 - the 9th International Conference for Young
Researchers in Economics and Business. October 26 - 27, 2023. Vol. 3, (pp. 393-415). Ho Chi Minh
City, Vietnam: Ho Chi Minh City Publishing House of Economics.

Latifah, N., Widayani, A., & Rachmawati, I. (2021). Adoption of Mobile Payment Approach Extended the
UTAUT 2. Relevance: Journal of Management and Business, 4(2), 156-175.

Ong, M. H. A., Yusri, M. Y., & Ibrahim, N. S. (2023). Use and behavioral intention using digital payment
systems among rural residents: Extending the UTAUT-2 model. Technology in Society, 74, 102305.

Pamungkas, Y., & Rahmayanti, D. (2024). Behavior Intention Penggunaan Digital Payment QRIS
Berdasarkan Model Unified Theory of Acceptance and Use of Technology. Jurnal Informatika
Ekonomi Bisnis, 271-274.

Pangestu, M. G., & Pasaribu, J. P. K (2022). Behavior intention penggunaan digital payment gris
berdasarkan model Unified Theory of Acceptance and Use of Technology (UTAUT)(Studi pada
UMKM sektor industri makanan & minuman di Kota Jambi). Jurnal llmiah Manajemen dan
Kewirausahaan (JUMANAGE), 1(1).

Papathomas, A., Konteos, G., & Avlogiaris, G. (2025). Behavioral Drivers of Al Adoption in Banking in a
Semi-Mature Digital Economy: A TAM and UTAUT-2 Analysis of Stakeholder Perspectives.
Information, 16(2), 137.

Patil, P. P., Rana, N. P., & Dwivedi, Y. K. (2018). Digital payments adoption research: A review of factors
influencing consumer’s attitude, intention and usage. In Challenges and Opportunities in the Digital
Era: 17th IFIP WG 6.11 Conference on e-Business, e-Services, and e-Society, 13E 2018, Kuwait City,
Kuwait, October 30-November 1, 2018, Proceedings 17 (pp. 45-52). Springer International Publishing.

Pramudito, D. K., Achmady, S., Dewa, D. M. R. T, Pitri, T., & Hermanto, D. M. C. (2023). The Application
of Technology-Organization-Environment Framework to Analyze SME Readiness in Using Digital
Payment Applications. Jurnal Informasi Dan Teknologi, 95-90.

Putra, P. O. H., & Santoso, H. B. (2020). Contextual factors and performance impact of e-business use in
Indonesian small and medium enterprises (SMEs). Heliyon, 6(3).

Rahardhan, R., & Legowo, N. (2024). Examining the Adoption of Digital Banking: Extending the UTAUT?2
Model with Perceived Security and Promotion. Journal of System and Management Sciences, 14(9),
36-54.

Rahmiati, R., Susanto, P., Hasan, A., & Pujani, V. (2022). Understanding use behavior in mobile banking:

posthumanism.co.uk



814 The Impact of Behavioral Intention and Behavior
An extended of UTAUT perspective. AFEBI Management and Business Review, 7(1), 39-46.

Rahayu, T. S. M., Budiningsih, S., & Purwidianti, W. (2024). Determining Factors of Behavioral Intention
to use Digital Payment QRIS at Traditional Market in Purwokerto. Asian Journal of Economics,
Business and Accounting, 24(3), 260-268.

Santosa, A. D., Taufik, N., Prabowo, F. H. E., & Rahmawati, M. (2021). Continuance intention of baby
boomer and X generation as new users of digital payment during COVID-19 pandemic using UTAUT2.
Journal of Financial Services Marketing, 26(4), 259-273.

Sivathanu, B. (2019). Adoption of digital payment systems in the era of demonetization in India: An
empirical study. Journal of Science and Technology Policy Management, 10(1), 143-171.

Shaw, N., Eschenbrenner, B., & Brand, B. M. (2022). Towards a Mobile App Diffusion of Innovations
model: A multinational study of mobile wallet adoption. Journal of Retailing and Consumer Services,
64, 102768.

Statista (2025). Digital Payments - Vietnam. Available at: https://www.statista.com/outlook/fmo/ digital-
payments/vietnam

Suma vally, K., & Shankar, C. (2020). Factors that afect the digital banking adoption in Hyderabad city-
UTAUT model approach. European Journal of Molecular and Clinical Medicine, 7(4), 857-865.

Susilowati, A., Rianto, B., Wijaya, N., & Sanny, L. (2021). Effects of UTAUT 2 model on the use of BCA
mobile banking in Indonesia. Turkish Journal of Computer and Mathematics Education, 12(3), 5378-
5387.

Tajudeen, F. P., Jaafar, N. I., & Ainin, S. (2018). Understanding the impact of social media usage among
organizations. Information & management, 55(3), 308-321.

Tornatzky, L., & Fleischer, M. (1990). The processes of technological innovation. Publisher: Lexinton
Books, Lexington.

Widyanto, H. A., Kusumawardani, K., & Septyawanda, A. (2020). Encouraging behavioral intention to use
mobile payment: An extension of Utaut2. Jurnal Muara limu Ekonomi Dan Bisnis, 4(1), 87-97.

Windasari, N. A., Kusumawati, N., Larasati, N., & Amelia, R. P. (2022). Digital-only banking experience:
Insights from gen Y and gen Z. Journal of Innovation & Knowledge, 7(2), 100170.

Yuliani, P. N., Suprapti, N. W. S., & Piartrini, P. S. (2024). The Literature Review on UTAUT 2:
Understanding Behavioral Intention and Use Behavior of Technology in the Digital Era. International
Journal of Social Science and Business, 8(2), 208-222.

Zhou, T. 2011. The effect of initial trust on user adoption of mobile payment. Information Development
27(4): 290-300.

Journal of Posthumanism



